continuous customer capture

Pulling online: web 2.0 and B2B lead generation

‘The Marketing

Practice

What is web 2.07

The process

Simply: it's the changing trend in the
use of web technology. It focuses on ~
sharing and collaboration among YOUR STORY JOURNALISTIC IN STYLE | INSIDE-OUT MARKETING
users
~ WHAT IS GENUINELY HARNESS ALL YOUR
INTERESTING? ASSETS
o >y
Why should | do this? N
AUDIENCE PROFILE WHERE DO THEY GO? WHAT MIGHT THEY
GOOGLE?
. . ~ WHAT DO THEY READ
Decision-makers keep up-to-date with IT ONLINE?
developments from 2 major sources: )
personal & business networks and existing =
suppliers MATCH TO KEYWORDS THAT MUST BE | USE THE BUYER'S OWN LIST INFLUENTIAL BLOGS,
In researching a product or service, man USED. LANGUAGE FORUMS, COMMUNITIES
people will “Ggoglz it” and rarely navigatey INFERESTER M Babhs \é\éﬁaéslﬁl%TF%EnﬂunENCE -Erg %g’TMggT ON AND
beyond the first few pages = ;
LLJ|
Blogs, news articles and expert opinion have L 7
more authority, and so show up higher on the oC )
Goodle rankinas CREATE CONTENT NEWS RELEASES, BLOGS, | MAKE EVERYTHING EASY
g 9 E-BOOKS, TOOLS, ETC. TO SHARE
Netwaorks of senior colleagues are f
increasingly sharing information virtually
. . . J
Personal meetings are becoming expensive
L - _ N
Information is power, sa if information is START INCREASE INBOUND LEADS | GET OWN-BRANDED RELEASE POSTS & BLOGS | OTHER ONLINE
shifting from seller to buyer, so's the power. CONVERSATION FROM WEB CONTENT CIRCULATED BY | THROUGH ONLINE RESOURCES LINKING TO
You need to manage the shift as much as is [ INDEPENDENTS NEWSWIRES You
f ibl DON'T JUST BROADCAST
gasible JOIN THE DEBATE
It's a great source of market, competitor and /
trend information B
RESPOND: COLLATE: WORK FAST, GIVE SET REASONABLE TIEIT IN TO YOUR ‘PUSH'
. : FEEDBACK, ASK READERSHIP GOALS AND PROGRAMMES TOO
NURTURE; MEASURE | guUESTIONS, MOVE INBOUND LEAD TARGETS
FORWARD
N /
What do | need to know"

An authentic voice and a faster pace are
needed

Requires a more fluid and less controlled
approach to the market — a conversation
where you will be wrong as well as right

Where does it hurt?

Comms is in a constant “beta” phase — not
the corporate message — go beyond it

PIPELINE STAGE

Target universe

PUSH

Joint venture with bloggers

PULL

Viral programme

i Target universe
Be prepared to give a lot away. Help people

do their jobs better. Become an advisory .
source Understand and quantify

Understand & quantify

Identify oppartunity

Invite participation in content Syndicate content

Sales process

Try lots of ideas, not everything will chime Identify opportunity Farm social networks Blog

Paoint of purchase

ok

Community is a dangerous word — if you can't
create it offline, don't use the same approach
to try to create it online

First purchase

Sales process Personal microsites e-book

Additional purchases

War stories Seed communities
Moment of truth
RSS widget

War stories

Point of purchase

Advacacy

Don't expect huge participation — all markets
are different. Readership is the first (and
sometimes the only) goal

First purchase

Use the funnel to identify areas in your sales
- - process that are proving challenging
Use advocates in community )

Additional purchases Own online community

Y ) Advocacy




